Despite reservations about the use of demographic variables for market segmentation purposes it is a method which is widely used. Although this was not a segmentation study as such. the extent to which service quality perceptions are influenced by demographic variables has been investigated. It is believed that if demographic variables are found to in fluence service quality perceptions, they may serve as important pointers to the marketers of services when considering segmentation strategies. The empirical results revealed that both age (p < 0.05) and level of education (p < 0.01) exert a significant influence on consumers' perceptions of service quality. Younger consumers and relatively well-qualified consumers rate service quality lower than do older consumers and consumers who are not particularly well qualified academically. Both younger and well qualified consumers could be important target markets to services marketers in delivering quality service.
Introduction
Traditional marketing wisdom (the marketing concept) holds that knowledge of consumer needs is central not only to satis fying those needs but also to the eventual survival and pros perity of the firm. More specifically, the needs and percep tions of consumers are of particular concern to the marketing manager who can use this information to structure an effect ive market segmentation strategy. The segmentation strategy will in tum have a key influence on the targeting strategy, the positioning strategy, and, eventually, the entire marketing strategy.
A market can typically be segmented according to a num ber of different variables. One of these is demographic. In this study, an attempt is made to establish whether demo graphic variables exert an influence on service quality per ceptions in three selected service industries. If demographic variables are found to influence service quality perceptions, such a finding could serve as an important pointer to services marketers in the use of market segmentation strategies.
Market segmentation
The fact that markets are not homogeneous has been accepted by marketers. Whilst heterogeneity may be problematic to some marketers, it is an opportunity for the consumer-orient ed firm to fine-tune its products and services to specific market segments (Frank, Massy & Wind 1972: 5) . The rationale behind such 'customization' of the product or service is that improved customer satisfaction will ensure repeat purchases, customer loyalty, and, eventually, im proved profits. In the long term, it is likely to lead to the sur vival and growth of the firm.
Demographics as a market segmentation variable
Markets can be segmented on the basis of many variables. The various segmentation approaches can be classified into two groups. The first can be described as general customer characteristic segmentation variables which include demo graphic variables, socio-economic factors and personality traits. The second group comprises situation-specific variables such as consumption patterns and perceptions, which include behaviour segmentation, usage, purchase oc casion, benefits sought, user status and attitude towards the product. Of these two approaches, demographics is the most frequently used (Kotler, 1988) .
Some researchers have questioned the usefulness of demo graphic segmentation. The research findings reviewed by Frank et al. (1972) do not provide a clear-cut answer. Studies analyzing gender as a segmentation variable have reported conflicting evidence. Age for example is described in one study as ' ... one of the oldest and most acceptable bases for segmentation ' (Frank et al., 1972: 32) . Frank et al. (1972: 61) are of the opinion that the validity of demo graphics as a segmentation variable depends on: -the types of products (frequently purchased versus durables); -the type of dependent variable used; -the type of independent variable used; -the unit of analysis (for example family unit); and -the research procedures utilized.
Much of the work which has cast suspicion on demograp hics as a viable segmentation variable has been based on fre quently purchased household products. 1t is therefore doubt ful if this limited body of knowledge permits generalization
